Since the past two decades, Generation Y consumers have become global marketers' interest due to their spending power and high likely to engage in impulse buying behaviour. Very little research investigates the impulse buying behaviour of Generation Y and existing research do not look into the possible factors of impulse buying behaviour as an integrative approach. The main objective of the research is to integrate all the possible factors with its dimensions and examine its simultaneous relationship with impulse buying behaviour. A survey questionnaire was administered to convenient sample of 250 Generation Y consumers of fashion apparel. The results show that demographic factor (gender) has the strongest impact on impulse buying behaviour, followed by situational and personal factors. Interesting finding is that demographic factor (income); situational factor (social influence) and personal factor (extraversion) do not stimulate impulse buying behaviour of Generation Y. These findings may enable global marketers to develop an effective market segmentation strategy.
Introduction
Malaysia is famous as a wonderful shopping place for overseas tourists and as well as for local citizens. Kuala Lumpur, the capital city of Malaysia was ranked as the second top shopping city in Asia-Pacific region in the year of 2012 (Globe Shopper Index, 2013) . Many Malaysians are spending their time in shopping mall during public holidays, weekends and even during weekdays (Euro monitor International, 2013 ). There are approximately 11 million of Generation Y members, cover almost 39 percent from the total population of 28.3 million people (Department of Statistics Malaysia, 2011) . Due to the larger size of population are from this generation, marketers must understand the impulse buying behaviour of this cohort. As many of the members in generation Y are graduates and currently working, their income make them become potential larger buying group. Thus, Generation Y is considered as the most influential group (Kim & Ammeter, 2008) due to high purchasing power (Krotz, 2005) and significantly buying more often than other generation cohorts (Ma & Niehm, 2006) . Numbers of research have proved that 62 percent of supermarket revenues are from consumers' impulse buying behaviour and it has significant effect on the sales (Luo, 2005) . Although previous research have studied the relationship between impulse buying with some possible factors (Vohs & Faber, 2007; Yu & Bastin, 2010) , there are still very limited research that integrate all the possible factors with its dimensions and examine its relationship with impulse buying behaviour. Therefore, the objective of the study is to investigate the simultaneous relationship between impulse buying behaviour and its determinant factors.
Literature Review
Earlier studies defined impulse buying behaviour as unplanned purchase (Clover, 1950) as the consumers have undertaken the purchase action without having purchase intention (Engel et al., 1968) . However, many researchers agree that the concept of impulse buying behaviour should not be limited to unplanned purchase but it should also address the effect of exposure to the stimulus and consequently making the decisions on-the-spot (Jones & Beatty, 1998) . Researchers have later realized the importance of behavioural motivation of impulse buying behaviour (Rook & Hoch, 1985) and introduced the theoretical framework that focus on the drives of impulse buying behaviour. According to the previous findings, situational, personal and demographic factor could be some possible factors that determine the impulse buying behaviour (Armos et al., 2014) however up to date, there is very limited research that examine the simultaneous relationship among these factors with impulse buying behaviour.
Relationship between Situational Factors and Impulse Buying Behaviour
Situational factors are external stimuli that influence the consumers at the moment of buying on impulse (Kacen et al., 2012) . Normally it is not under the control of the consumers but direct influence on impulse buying behaviour. Situational factors are proposed to consist of five dimensions and each dimension i.e. store environment (Liao et al., 2009) , social influence (Mattila & Wirtz, 2008) , time (Foroughi et al., 2012) , money (Foroughi et al., 2012) , and credit card available (Ruzita et al., 2014) has relationship with impulse buying behaviour. Generation Y is likely to buy on impulse provided that they have the time (Ma & Niehm, 2006) , money (Yang et al., 2011) and surrounded in comfortable store environment (Dias, 2003) . Besides that, social appropriateness also influences the consumers to engage in impulse buying behaviour (Luo, 2005) . Nevertheless, the link between impulse behavior and actual behavior is weakening if a consumer would regard impulse buying behavior as inappropriate due to some reasons. In such situation, even a highly impulsive type of consumer has a smaller probability to follow his urge to buy (Wu & Huan, 2010) .
Relationship between Personal and Impulse Buying Behaviour
Personal factors refer to an individual who has chronic characteristics that reside within the person, and also influence on buying behaviour (Sharma et al., 2010) . Past research indicate that personal factors such as mood (Yoon, 2013) , hedonic motives (Yu & Bastin, 2010) , lack of control (Shen & Khalifa, 2012) , extraversion (Badgaiyan & Verma, 2014) and materialism (Bae, 2013) have relationship with impulse buying behaviour (Vohs & Faber, 2003; Badgaiyan & Verma, 2014) . However, some researchers (Lee, 2008; Eckman & Yan, 2011) argue that not all personal factors have strong relationship with impulse buying behaviour. For instance, extraverts are more outgoing and likely to engage in impulse behavior compared to others (John & Srivastava, 1999) . Unconformity results rise up questions which dimension of personal factors influence the impulse buying behaviour.
Relationship between Demographic Factors and Impulse Buying Behaviour
Demographic factors such as age, income, gender, education, qualification, marital status and nature of job, have been investigated as influential factors of impulse buying behaviour of consumers in previous studies. Bashar et al. (2013) confirm that the demographic factors influence impulse buying behaviour. Several previous studies have conducted with regards to the role of gender in consumer's behaviour. Those studies found that there is relationship between gender and consumers' impulse buying behaviour; however those findings are inconsistent (Lin & Lin, 2005) . For instance; While Bashar et al. (2013) reports that disposable income has the strongest impact on impulse buying behaviour, Amos et al (2014) argues that income has least influence on impulse buying behaviour.
Although previous studies provide the depth knowledge in understanding the determinant of impulse buying behaviour, the entire research have neglected to consider all these factors as an integrative approach and the literature stream still remain fragmented (Xiao & Nicholson, 2013) . Based on the critiques from past literatures, the study propose that situational, personal and demographic factors influence impulse buying behaviour of Generation Y. Below diagram is proposed framework of the study and hypothesis are developed. Vol. 11, No. 1; independent and dependent variables. 
Multiples Repression Analysis
The result shows that the model is a good fit with R 2 value of 0.59 which is within the range of acceptable value of 0 to 1. It means that 59% of impulse buying behaviour of Generation Y can be explained by three variables which are situational factors (store environment, social influence, time available, money available and credit card available), personal factors (mood, hedonic motive, lack of control, extraversion and materialism) and demographic factors (gender and income). Further detail results indicate that not all the independent variables contribute uniquely to the prediction of score on the impulse buying behaviour of Generation Y. The independents variables such as situational factors (t=3.49, p< 0.01), personal factors (t=3.43, p< 0.01) and gender (t= 5.82, p< 0.01) significantly influence the impulse buying behaviour. However, income (t= -0.4, p> 0.01) does not contribute to impulse buying behaviour. The results in table 2 indicate the multiple regression analysis of independent and dependent variables. Further analysis is carried out to test the relationship between dimensions of each factor with impulse buying behaviour. Result shows that situation factors such as store environment (t= 4.79, p< 0.01), time available (t= -2.72, p< 0.01), money available (t= 2.35, p< 0.01) and credit card available (t= 6.98, p< 0.01) influence the impulse buying behaviour but social influence (t= 0.28, p> 0.01) does not have any impact. Personal factors such as mood (t= -2.21, p< 0.010), hedonic motive (t= 4.84, p< 0.01), lack of control (t= 4.33, p< 0.01) and materialisms (t= 8.33, p< 0.01) impact on impulse buying behaviour however, extroversion (t= -1.38, p> 0.01) does not have any effect. Regarding the demographic factors, gender (t = 5.82, p<0.01) has positive influence on impulse buying behaviour but income (t= -0.4, p> 0.01) does not contribute to stimulate the impulse buying behaviour.
Discussion and Conclusion
General objective of the study is to examine the simultaneous relationship between impulse buying behaviour of Generation Y and its determinant factors i.e. situation, personal and demographic. Among all the factors, demographic factor (gender) has strongest impact on impulse buying behaviour, followed by situational and personal factors. Thus, the retailers should develop effective marketing strategy based on the gender group. Among all the dimensions of situational factors; store environment, money availability and credit card availability, time availability influence the impulse buying behaviour but social influence does not have any effect. The result revealed that presence of either friends or family do not influence the generation Y to engage in impulse buying behaviour and this finding is consistent with the previous research findings (Graa & Dani-elkabir, 2011) . Therefore, marketers have to promote store environment in terms of music, lightings, appropriate temperature, creative layout and design, arrange easy payment with both credit and debit card and also offer www.ccsenet.org/ijbm
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Regarding the personal factors; lack of control, hedonic motive, materialism and good mood, stimulate impulse buying behaviour. Among all the dimensions, materialism has the strongest impact on impulse buying behaviour. This result is different from the previous research finding in which Chavosh et al. (2011) confirms that there is no relationship between materialism and impulse buying behaviour. Justification behind the finding of materialism has the strongest impact on impulse buying behaviour is, most probably due to the generation Y's consciousness in improving their self image and social identify though changing trends of fashion apparel. In addition, they are fashion conscious and they tend to be more fascinated by fashion apparel, (Pentecost & Lynda, 2010) . In contrast, extraversion does not have any impact on impulse buying behaviour but the result is contrary to the previous research findings (Mathai & Haridas, 2014) . To target the Generation Y effectively, marketers must have a unique way in segmenting the market by being aware of constantly changing the attitudes and trends in this generation (Hughes, 2008) .
When come to further testing on demographic factors with impulse buying behaviour; females are more likely to engage in impulse buying behaviour compare to males. This result has given a sight for the retailers who target their potential consumers by using gender. Finding further reveal that income does not stimulate the impulse buying behaviour. The reason behind would be that generation Y consumers typically spend their cash promptly compare to other generations. They are individualistic and have full of self-confidence (Laermer & Simmons 2007).
In conclusion, this study represents an effort to provide an integrative view of impulse buying behavior by examining the multi-dimension factors that influence impulse buying behavior of Generation Y. The foremost contribution of this study to academia is integrative view of the factors such as situational, personal, and demographic factors with its dimensions that influence the Generation Y's impulse buying behaviour.
Limitation and Future Research
Limitation of the study regards to sample size and composition of data that had been collected. The data collection is restricted and the sample size of 250 numbers of participants is relatively small in representing the approximately 11 million population of Malaysian Generation Y. Due to limited time and cost, the convenient sampling methods is used and the distribution of questionnaire is through email and face to face distribution in Kuala Lumpur, Malaysia. Therefore, the result obtained from this study might not reflect the entire population of Malaysian. Future research should consider larger sample sizes that extract from the whole state of Malaysia.
